INDEX TO JAR, VOL. 38: 1998 


ABERNETHY, AverY M., and JAN LEBLANC Wicks. Television Station 
Acceptance of AIDS Prevention PSAs and Condom Advertise- 
ments. No. 5, pp. 53-62. 

Condom advertisements and AIDS PSAs can help prevent 
the spread of AIDS, but these ads/PSAs often contain con- 
troversial subject matter and are thus rejected for broadcast 
by television stations. A large-scale survey of television 
station managers was conducted to determine which forms 
of AIDS messages they accept and influences on their ac- 
ceptance/rejection decisions. Specific types of AIDS pre- 
vention messages that are most and least likely to be ac- 
cepted for broadcast are identified. 

Apams, ARTHUR J. See VAN AUKEN and ADAMS. 

ALDEN, DaNa L. See Hurr and ALDEN. 

ASHLEY, SUSAN R. How to Effectively Compete Against Private Label 
Brands. No. 1, pp. 75-82. 

Marketers need to adopt a quality management approach 
to the advertising-development and airing process which 
will entail: testing for a strong selling proposition before 
creative execution; planning for enough creative execu- 
tions to keep selling power maximized; and measuring the 
ARS Persuasion level of each execution to qualify for me- 
dia weight. 

Becker, Boris W. Values in Advertising Research: A Methodological 
Caveat. No. 4, pp. 57-60. 

While Durgee, O’Connor, and Veryzer present a poten- 
tially highly useful method for integrating “values” into 
advertising strategy, unfortunately, their unorthodox 
method of measuring values leads to problems—the reli- 
ance on instruments of unproven validity and incompat- 
ibility across those ad hoc instruments. Researchers should 
rely on instruments of known validity and reliability, 
which have been used widely to develop cumulative 
knowledge on values and consumer behavior such as those 
of Rokeach or Kahle. 

BERGIN, Kevin. See DECKINGER, BERGIN, and DONNELLY. 

Berry, Lissete. See MILLER and Berry. 

BezjiAN-Avery, ALEXA, Boppy CALDER, and Dawn Iacosucci. New 
Media Interactive Advertising vs. Traditional Advertising. No. 4, 
pp. 23-32. 

This research explores the effectiveness of interactive ad- 
vertising; seeks to isolate the key feature of interactivity 
from confounding factors; and begins to tease apart those 
situations for which interactivity might be highly desirable 
from those situations for which traditional advertising ve- 
hicles may be sufficient or superior. We find that the tra- 
ditional linear advertising format of conventional ads is 
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better than interactive advertising for certain kinds of con- 
sumers and ads. We find that a cognitive “matching” of the 
system properties and the consumer segment needs ap- 
pears to be critical. 

BLAIR, MARGARET HENDERSON, and MICHAEL J. RaBucK. Advertising 
Wearin and Wearout: Ten Years Later—More Empirical Evidence 
and Successful Practice. No. 5, pp. 7-18. 

Ten years ago, Blair presented data which demonstrated 
not only the ability of pretesting to predict advertising’s 
in-market effect, but also how that advertising’s selling 
power is delivered in market. The past decade has yielded 
a great deal more evidence on both subjects. Ten separate 
studies with a total of 500 observations have supported the 
original findings and provided insight into additional ar- 
eas such as how advertising works for large brands and 
how an execution’s wearout is affected by the airing of 
other commercials for the same brand. 

Burke, JEFFREY. See STANTON and BuRKE. 

Busy, ALAN J., Victoria BusH, and SHARON Harris. Advertiser Per- 
ceptions of the Internet as a Marketing Communications Tool. No. 
2, pp. 17-27. 

While a growing number of companies are interested in 
developing an Internet presence, there is still a great deal 
of confusion about it and what this new medium has to 
offer to the advertising community. The purpose of this 
study is to gain preliminary insights into advertisers’ per- 
ceptions of the Internet and to assist companies in under- 
standing and using the Internet more effectively. Results of 
a national sample of advertisers concerning perceptions of 
the Internet as a marketing tool. 

BusH, Victoria. See BusH, BusH, and Harris. 

Caper, Bossy. See BezjiAN-AveRY, CALDER, and IACOBUCCI. 

DANAHER, PETER J., and JENNIFER M. LAwrie. Behavioral Measures of 
Television Audience Appreciation. No. 1, pp. 54-65. 

This article explores the possibility of using minute-by- 
minute people-meter data to develop behavioral measures 
of program appreciation. Specifically, it looks at the num- 
ber of minutes viewed out of the potential number of min- 
utes a program airs. A second measure looks at the pro- 
portion of viewers that watch at least 80 percent of a show. 
No additional respondent burden is demanded of people- 
meter panelists, and it does not rely on respondent recall, 
as most of the current diary-based methods do. 

DECKINGER, E. L., KEVIN BeRGIN, and WILLIAM J. DONNELLY. Probing 
a Constituency. No. 1, pp. 66-70. 

AAAA Human Resource Directors were surveyed for 
guidance on changes in student course emphasis that 
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While a growing number of companies are interested in 
developing an Internet presence, there is still a great deal 
of confusion about it and what this new medium has to 
offer to the advertising community. The purpose of this 
study is to gain preliminary insights into advertisers’ per- 
ceptions of the Internet and to assist companies in under- 
standing and using the Internet more effectively. Results of 
a national sample of advertisers concerning perceptions of 
the Internet as a marketing tool. 

BusH, Victoria. See BusH, BusH, and Harris. 

Caper, Bossy. See BezjiAN-AveRY, CALDER, and IACOBUCCI. 

DANAHER, PETER J., and JENNIFER M. LAwrie. Behavioral Measures of 
Television Audience Appreciation. No. 1, pp. 54-65. 

This article explores the possibility of using minute-by- 
minute people-meter data to develop behavioral measures 
of program appreciation. Specifically, it looks at the num- 
ber of minutes viewed out of the potential number of min- 
utes a program airs. A second measure looks at the pro- 
portion of viewers that watch at least 80 percent of a show. 
No additional respondent burden is demanded of people- 
meter panelists, and it does not rely on respondent recall, 
as most of the current diary-based methods do. 

DECKINGER, E. L., KEVIN BeRGIN, and WILLIAM J. DONNELLY. Probing 
a Constituency. No. 1, pp. 66-70. 

AAAA Human Resource Directors were surveyed for 
guidance on changes in student course emphasis that 


would better harmonize an entry-level job applicant's 
preparation with potential employer preference in three 
major job functions. They recommended more advertising 
preparation for media-planning applicants, greater liberal- 
arts experience for potential account managers, and more 
marketing understanding among future copy writers. 


DONNELLY, WILLIAM J. See DECKINGER, BERGIN, and DONNELLY. 

Dou, Wenyu. See GHOsE and Dou. 

Doy.e, KeNNeTH O. Research Note: Reliability and Dimensionality of 
Stimulus Ratings. No. 2, pp. 45-50. 


The traditional statistics for estimating reliability have mis- 
led most of us who use stimulus ratings into thinking our 
data are more reliable than they really are. Standard sta- 
tistics equate reliability with consistency, even though 
there are kinds of consistency which none of us would 
consider desirable. Conventional research designs for fac- 
tor analyzing the attributes of ads, strategies, and people 
produce factors more descriptive of the raters than of the 
objects rated. These customary practices may lead to deci- 
sions that are not only wrong, but confusing and poten- 
tially very costly. 


Dreze, XAVIER, and FRED ZUFRYDEN. Is Internet Advertising Ready for 
Prime Time? No. 3, pp. 7-18. 


Advertising on the World Wide Web is growing at a fast 
pace. However, it is difficult to compare advertising effec- 
tiveness on the Internet relative to traditional media, be- 
cause current measures of advertising effectiveness on the 
Web are not standardized and incorporate significant mea- 
surement errors. This study investigates issues relating to 
the accurate measurement of advertising GRPs, Reach, and 
Frequency on the Internet. 


Exuiot, MIcHaeL T., and PAUL SuRGI Speck. Consumer Perceptions of 
Advertising Clutter and Its Impact across Various Media. No. 1, 
pp. 29-41. 


This paper examines perceived ad clutter. A national sur- 
vey of 946 consumers was conducted. Respondents were 
asked about six media: television, radio, magazines, news- 
papers, Yellow Pages, and direct mail. Television and di- 
rect mail were rated highest in perceived clutter. Television 
and magazines exhibited the highest level of ad-related 
communication problems. Perceived clutter, hindered 
search, and disruption were related to less favorable ad 
attitudes and greater ad avoidance. 


EPHRON, Erwin. Point of View: Optimizers and Media Planning. No. 
4, pp. 47-56. 


Optimization is the child of fragmentation and recency 
planning. Recency makes the goal cost-effective reach. 


Fragmentation presents more options for buying reach 
than the current system can handle. Enter Optimization to 
help us do the job. Ground-rules for a reach/recency op- 
timizer are established, paying special attention to concep- 
tual issues of sequential reach goals, opportunity cost, and 
media values and real-world issues of fragmentation, tar- 
geting, guarantees, brand allocation, and timing. 


GARDENER, ELIZABETH, and MINAKSHI Trivepi. A Communications 
Framework to Evaluate Sales Promotion Strategies. No. 3, pp. 67-71. 


Understanding and evaluating the impact of promotional 
strategies remains one of the fundamental, interesting, and 
challenging jobs that a manager faces. Nevertheless, re- 
search offers little by way of guidelines or rules of thumb. 
We propose and demonstrate the use of a communication 
framework that allows the manager to evaluate any strat- 
egy over a given set of specific criteria. 


Guose, SANJOY, and Wenyu Dou. Interactive Functions and Their 
Impacts on the Appeal of Internet Presence Sites. No. 2, pp. 29-43. 


It is vital to understand what affects the attractiveness of a 
firm’s Internet Presence Sites (IPS). This research focuses 
on the multidimensional factor of interactivity using Logit 
models to evaluate the effects of interactivity on IPS ap- 
peal. It found that the greater the degree of interactivity, 
the more likely the IPS is to be considered as a top site. 
“Customer support” component of interactivity has a sig- 
nificant positive impact on the likelihood of an IPS being 
considered a high-quality Web site. 


GrirFIN, Tom, Davip McArtHuR, TosHiO YAMAKI, and PEDRO 
Hiipaco. Ad Agencies’ Performance and Role in Providing Com- 
munication Services in Chile, Japan, and the United States. No. 5, 
pp. 65-75. 


This study explores the relative importance of selected cri- 
teria in evaluating ad agency performance and the role 
which agencies play in providing marketing communica- 
tion services of both a within-country and among-country 
nature. Findings are based on a survey of advertising ex- 
ecutives working in major consumer / service organizations 
in the three countries. Results indicated that perceptions 
were by no means uniform. More similarities existed, how- 
ever, among managers in Chile and the United States than 
in Japan. 


Harris, SHARON. See BuSH, BusH, and Harris. 

HELMIG, BERND. See TSCHEULIN and HELMIG. 

Hitpaco, Pepro. See GrirFin, MCARTHUR, YAMAKI, and HILDAGO. 
HONG, JoNGPIL. See LeCKENBY and HONG. 

HUANG, XUELI. See LEONG, HUANG, and STANNERS. 

Hurr, Leonarp C., and Dana L. ALDEN. An Investigation of Con- 
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sumer Response to Sales Promotions in Developing Markets: A 

Three-Country Analysis. No. 3, pp. 47-56. 
Considering the importance of consumer sales promotions 
in the marketing mix, there is a notable lack of research 
devoted to examining consumer response to sales promo- 
tions outside North America and Western Europe. In ad- 
dition, relatively little research focuses on non-price pro- 
motions such as sweepstakes. This study develops and 
tests models explaining consumers’ attitudes toward and 
use of coupons (a price-oriented promotion) and sweep- 
stakes (a non-price promotion). Aggregated data from Tai- 
wan, Thailand, and Malaysia support the models. Cross- 
national differences suggest that managers should con- 


sider cultural and economic differences when planning 


sales promotion strategy in developing or newly industri- 
alized countries. 
Tacosuccl, DAWN. See BEZJIAN-AVERY, CALDER, and IACOBUCCI. 
Jancic, ZLATKO, and VeSNA ZABKAR. Establishing Marketing Rela- 
tionships in the Advertising Agency Business: A Transitional 
Economy Case. No. 6, pp. 27-36. 
The importance of trusting relationships is described in the 
context of the advertising business in a country in transi- 
tion. 
Jones, JOHN Puitip. Point of View: STAS and BehaviorScan—Yet An- 
other View. No. 2, pp. 51-53. 
This paper describes the 10 main features of the author's 
Pure Single-Source research employing the STAS measure. 
These features differ in almost every particular from the 
BehaviorScan area-testing system. It is, therefore, not very 
productive to compare the findings of the two systems; 
they’re used for different purposes. The design of the STAS 
technique compensates for the influence of sales promo- 
tions, so that these do not have to be accounted for sepa- 
rately. 
KOLLIGIAN, Mark. Research Currents: What's in a Name Change? The 
Conversion of Peoples Drug to CVS. No. 6, pp. 46-49. 
This case study reveals that research offered management 
a valid assessment of the potential payback of a drug chain 
name change, and it provided useful direction for the com- 
munications strategy to make that change. A common mis- 
perception today is that retailers do not value attitudinai 
research. Among successful retailers nothing could be fur- 
ther from the truth. 
Kover, ArTHUuR J. Editorial: Those Old Tough Questions Again. No. 
1, p. 5. 
Kover, ARTHUR J. Editorial: Truth and Reality. No. 2, p. 5. 
Kover, ARTHUR J. Editorial: Jumps. No. 3, p. 5. 
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Kover, ARTHUR J. Editorial: Practitioners and Academics—A Precari- 
ous Balance. No. 4, p. 5. 

Kover, ARTHUR, J. Editorial: Diversity. No. 5, p. 5. 

Kover, ARTHUR J. Research Works: This Issue of JAR. No. 6, p. 5. 

KwiATKowskl, Kevin. Research Currents: The Medium Is the Message. 
No. 6, pp. 44-45. 

The ARF has been a key driver in moving us along the 
learning curve about consumers’ behavior relative to ad- 
vertising. Can they get us to the same point of knowledge 
in understanding the rest of the consumer purchase equa- 
tion? 

LABARBERA, PRISCILLA A., PETER WEINGARD, and Eric A. YORKSTON. 
Matching the Message to the Mind: Advertising Imagery and Con- 
sumer Processing Styles. No. 5, pp. 29-43. 

With the increasing ability to target individual consumers 
via traditional’ and emerging forms of media, individual 
psychological differences are becoming a more viable basis 
for customizing advertising messages. The authors exam- 
ine an approach to segmenting consumers according to 
their preferences for processing information. The present 
study establishes that personality-type also can serve as a 
classification system for the visual imagery used in adver- 
tising. Empirical findings demonstrate that by using visu- 
als consistent with consumers’ processing styles, advertise- 
ments can have greater appeal and generate higher pur- 
chase intentions for a variety of products. 

Lavoe, See MARCHAND and LAVoIE. 

LAWRIE, JENNIFER M. See DANAHER and LAWRIE. 

LECKENBY, JOHN D., and JonGcpiL HONG. Using Reach/Frequency for 
Web Media Planning. No. 1, pp. 7-20. 

The potential viability of the twin concepts of reach and 
frequency in traditional media planning are examined in 
this study. It is suggested reach/ frequency estimation will 
become the next main issue once Web audience measure- 
ment issues are addressed. Results of testing standard/ 
nonstandard reach/frequency estimation methods show 
that, for the six models studied, all except the binomial 
estimate reach/frequency are within acceptable limits of 
error. The Beta Binomial Distribution, or Metheringham 
Method, provided the greatest accuracy of estimation. 

LEONG, ELAINE K. F., XUELI HUANG, and PAUL-JOHN STANNERS. Com- 
paring the Effectiveness of the Web Site with Traditional Media. 
No. 5, pp. 44-51. 

The Web is emerging a> a new advertising medium vying 
strongly with the more traditional media. There is little 
empirical research into the effectiveness of the Web com- 
pared with other advertising media. Using correspondence 


analysis and cluster-analysis techniques, this paper ex- 

plores how Web managers perceive the Web site in relation 

to eight traditional media on ten key media attributes. 

Findings delineate the effective features of the Web site 

vis-a-vis traditional media. Managerial implications of the 

findings are discussed. 

LopisH, LEONARD M. STAS and BehaviorScan—It's Just Not That 
Simple. No. 2, pp. 54-56. 

Critical response to Jones questions the generality of his 
STAS analysis. 

MARCHAND, JUNE, and Syivie Lavoie. Non-profit Organizations’ 
Practices and Perceptions of Advertising: Implications for Adver- 
tisers. No. 4, pp. 33-40. 

Using a survey of 60 non-profit organizations in Quebec, 

this study found that the advertising practices used most NEEDEL, STEPHEN P. Research Currents: Understanding Consumer Re- 

often are principally aimed at maximizing the impact of sponse to Category Management Through Virtual Reality. No. 4, 

the message and avoiding controversial messages. Al- pp. 61-67. 


NACCARATO, JOHN L., and KimBerty A. NeueNporr. Content Analy- 
sis as a Predictive Methodology: Recall, Readership, and Evalua- 
tions of Business-to-Business Print Advertising. No. 3, pp. 19-33. 
This article calls for the application of content analytic 
techniques to advertising as a method of predicting adver- 
tising effectiveness. A comprehensive empirical investiga- 
tion examines the effect of both form variables (e.g., head- 
line size, use of color, illustration placement) and content 
variables (e.g., subject matter, use of humor, use of fear 
appeals) on recall, readership, and evaluations in the con- 
text of business-to-business print advertising. Significant 
predictors vary substantially across the dependent indica- 
tors, indicating that different advertisement characteristics 
are likely to be needed to achieve various advertiser goals. 


though non-profit organizations believe in effectiveness of 
advertising and rarely encounter resistance to the use of 
certain media, they nevertheless have to justify its use. The 
most widely shared perceptions regarding advertising re- 
late to the need to have a credible message and as many 
exposures as possible. 


Category Management is becoming a common business 
practice in the consumer packaged-goods industry. How- 
ever, few research tools exist to help manufacturers and 
retailers study the impact of category management initia- 
tives. This paper presents a virtual reality shopping simu- 
lation, known as Visionary Shopper R, which allows us to 


McArtuur, Davib. See GRIFFIN, MCARTHUR, YAMAKI, and HILDAGO. 
MCLAUGHLIN, TARA. Research Currents: 1998 Ogilvy Award- 
Winning Campaigns. No. 2, pp. 57-62. 
Summaries of the case studies of the 1998 Ogilvy trophy 
and gold award winners. 
McQuarrie, F. Have Laboratory Experiments Become De- 
tached from Advertiser Goals? A Meta-Analysis. No. 6, pp. 15-26. 
Laboratory experiments have often been criticized for cre- 
ating artificial exposure conditions remote from the reality 
of advertising. This meta-analysis examines 443 published 
experiments to determine whether unrealistic settings have 
been the exception or the rule over the past several decades 


consider the sales implications of changing product assort- 
ments and layouts in the store, without the cost, timing, or 
difficulties of in-store testing. A series of examples of how 
this system has been used are presented. 

NeveNporF, KimBerLy A. See NACCARATO and NEUENDORP. 

Rasuck, MICHAEL J. See BLAIR and RABUCK. 

Rice, Butcu, and RicHarD Bennett. The Relationship between Brand 
Usage and Advertising Tracking Measurements: International 
Findings. No. 3, pp. 58-66. 

Research often explores the impact that advertising has on 
consumers, but it is less likely to explore the impact of 
what's already in consumers’ minds on advertising. We 
of research. show that the response of consumers who are committed 

MILLER, STEPHEN, and LisseTe Berry. Research Currents: Brand Sa- to a brand differs significantly from that of those who are 
lience versus Brand Image: Two Theories of Advertising Effective- uncommitted. Similarly, nonconsumers of a brand who are 
ness. No. 5, pp. 77-82. close to switching to the brand differ in their response to 

How does advertising work? The dominant belief of most advertising from those who are unavailable for switching. 
advertisers and academics over the past several decades The results of our studies suggest that norm-based ap- 
has been that advertising primarily works by changing proaches to advertising evaluation are fundamentally 
consumer attitudes toward a brand. An analysis of an 11- flawed, unless they take consumer brand relationships into 
year tracking-study in an established service category chal- account. 
lenges this assumption. The key finding is that advertising ROSENBERG, KARL. Research Currents: Should the Language of “Test- 
primarily influences market share by increasing brand sa- ing” Be Abolished? No. 3, pp. 73-76. 

lience. Advertising had limited impact on brand image. This is one of those loaded questions meant to force us to 
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explore our assumptions behind this common practice. 
Rosenberg explores, starting with what's implied by the 
whole idea of doing a test. He concludes that testing 
should be done only when: (1) advertising is an investment 
expected to generate a measurable return; (2) advertising’s 
short-term sales effect is a precondition for its longer-term 
sales effects; (3) the test provides a criterion measure rig- 
orously managed and continuously validated to sales; and 
(4) the results of the “test” are relevant and valid for the 


Recall VERSUS Recognition? No, all recall comes from the 
much larger groups of people who recognize the advertis- 
ing efforts. Average proved recall of print ads occurs 
among one out of every three recognizers. Recognition 
data indicate how many saw the ad. Recall figures tell us 
how many of them did become sufficiently interested to 
actually look and often read what the advertiser tries to tell 
them. They prove it by playing back main content later on. 


STANTON, JOHN L. and JerrReY BuRKE. Comparing the Effectiveness of 
Executional Elements in TV Advertising: 15- versus 30-second 
Commercials. No. 6, pp. 7-14. 


entire time that the advertising will actually air. 
Scott, DoucLas R., and Dessie SOLOMON. What Is Wearout Any- 
way? No. 5, pp. 19-28. 
Studies on television wearout conducted over the past 30 


Should 15-second commercials just be cut-down versions 
of longer formats? Maybe not since executional elements 
that are effective in 30-second formats may not be as effec- 
tive when used in a 15-second format. 

TRIVEDI, MINAKSHI. See GARDENER and TRIVEDI. 

TSCHEULIN, Dieter K., and BERND HELMiG. The Optimal Design of 
Hospital Advertising by Means of Conjoint Measurement. No. 3, 

tising. When wearout occurs depends on what you say, pp. 3546. 
how you say it, who you say it to, and on the media plan. 
The article also comments on wearout in print. 

SHAVITT, SHARON, PAMELA Lowrey, and JAMES HAEFNER. Public At- 
titudes Toward Advertising: More Favorable Than You Might 
Think. No. 4, pp. 7-22. 

A national telephone survey of over 1,000 adult consumers 
assessed general public’s current attitudes toward and con- 
fidence in advertising. Results indicate a more favorable 
evaluation of advertising than previous data would sug- 
gest. More Americans say that they like rather than dislike 
advertising overall. Although Americans report that they 
do not generally trust advertising, they tend to feel more 


years show inconclusive results, underscoring the com- 
plexity of the process and the number of factors that need 
to be examined to understand it. Recent evidence from 
Millward Brown demonstrates that focusing on only a few 
factors can underestimate the longer-term impact of adver- 


Confronted with finding survival strategies in an intensely 
competitive market for hospital services, many hospitals 
have since implemented marketing and advertising plans. 
While the share of the marketing budget used for adver- 
tisements in print media is constantly increasing, it has 
turned out that such advertising campaigns are not always 
effective. The authors present an empirical study with the 
objective of investigating the influence of different ele- 
ments in hospital advertisements on hospital preference. 
VAN AUKEN, STUART, and ARTHUR J. ADAMs. Attribute Upgrading 
through Across-Class, Within-Category Comparison Advertising. 
No. 2, 6-16. 


confidence in advertising claims when focused on their 
actual purchase decisions. People’s feelings of enjoyment 
and indignity elicited by advertisements played the strong- 


Comparative ads that cross product classes within the 
same product category can create reference points that lead 
to brand differentiation relative to within-class rivals and / 


est role in accounting for their overall attitudes toward 
advertising. 
SOLOMON, Dessiz. See Scott and SOLOMON. 
SONNER, BRENDA S. Observations: The Effectiveness of Negative Po- 
litical Advertising: A Case Study. No. 6, pp. 37-42. 
Negative political advertising doesn’t change voters’ opin- 
ions of the candidates, but it can still be very effective ... 


or a positioning in a more “valued” class. Study addresses 
issues associated with using comparative ads in commu- 
nicating attribute upgrades. 
VAN Meurs, Lex. Zapp! Study on Switching Behavior during Com- 
mercial Breaks. No. 1, pp. 43-53. 
This article describes an extensive research project con- 
cerning the leakage and influx of viewers during commer- 
sometimes! cial breaks in the Netherlands. The goal of this research 
Speck, PAUL SurGi. See ELLiotr and Speck. project is to determine which factors bring about channel 
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